Purpose -In many industries, perceived service value is found to be a signifi cant mediator between perceived service quality and customer satisfaction and loyalty. Therefore, this paper aims to test a conceptual model of perceived service value with its antecedents, such as perceived price and perceived service quality, and consequences, customer satisfaction and loyalty, in the retail banking industry.
INTRODUCTION
The world economy is rapidly transforming into a service-oriented economy (Lovelock & Wirtz, 2011) , above all in the emerging economies. This trend is refl ected in the vast number of marketing research projects focused on services (Carrillat, Jaramillo & Mulki, 2007) . Nowadays, companies increasingly see themselves as service providers where the tangible product is an integral part of the service (Caruana & Ewing, 2011 ). According to a vast majority of authors (e.g. Molina, Martin-Consuegra & Esteban, 2007; Kaura, Durga Prasad & Sharmam, 2015; Caruana & Ewing, 2011) in the fi eld, the challenge for service fi rms is primary to identify the critical factors that determine customer satisfaction and loyalty. The perceived value, as well as its antecedents and consequences, have been claimed to be important in industries with higher customer involvement, such as the banking industry (Angur, Nataraajan & Jahera, 1999).
Several research projects dealing with the relationship among perceived service quality, customer satisfaction and loyalty have been conducted, the majority of them in developed economies, mostly in the U.S. (Yavas, Benkenstein & Stuhldreider, 2004; Mittal & Gera, 2012) . A limited number of research projects investigating the quality of retail banking services for customers have been implemented in the European Union, and are restricted to Germany and Greece (Athanassopoulos, Gounaris & Stathakopoulos, 2001 ; Yavas et al., 2004) . Lately, this trend of research is gathering pace in developing countries too (e.g. Mittal & Gera, 2012) , with some making comparisons to Western economies (Ladhari, Ladhari & Morales, 2011) . Very few studies have dealt with the perceived value of retail banking services as a central concept through more sophisticated models of relationships, including analyzing the mediating role of perceived value and perceived service quality, although there is evidence that perceived value is a signifi cant mediator between perceived service quality and behavioral intentions (Mittal & Gera, 2012) . Furthermore, to our knowledge, no such research has been implemented in emerging economies of Central Europe (CEE).
Examining the perceived value of retail banking services in a CEE country makes sense for several reasons. First, previous research classifi ed banks according to diff erent criteria, which are primarily economic in nature, while neglecting marketing aspects, in particular perceived service quality (Al- stress the lack of marketing services research in emerging economies to help gain an understanding of which activities contribute to stronger business performance of retail banks. This is important in the time of current economic turmoil and in the current process of bank restructuring. Third, banking environment has changed considerably over the past 20 years (Feldin, Košak, Prašnikar, Rašković & Žabkar, 2009). The banking sector has been dealing with changes in demand, technological changes, regulatory changes, and with the entry of new competitors, from other business (Gardener, Howcroft & Williams, 1999 ). In such circumstances, higher levels of market orientation are required. Evidence from some CEE countries (Kolar, 2006) suggests that, in comparison to retail banks in developed EU countries, domestic retail banks achieve a lower degree of market orientation. This is probably so because such banks mostly off er core services without implementing any diff erentiated marketing strategies, and are therefore not specialized or focused on individual customers' needs. Our speculation is that, in the early days of economic transition, retail banks in CEE countries were preoccupied with a reconstruction of core business processes. So, they have started adapting their marketing activities to customer's wants and needs only recently. The intensifi cation of competition from foreign retail banks has somehow forced domestic retail banks in emerging economies to pay closer attention to delivering value to the customer and value related satisfac-tion and loyalty; these are among the key success factors for many fi rms that are considered an important source of competitive advantage (Wang, 2010) . Customer loyalty, as one of the most important determinants of business success, has recently received increasing scholarly attention, especially in researching drivers that infl uence loyalty, directly and indirectly (Caruana & Ewing, 2011) . Finally, some authors claim that perceived value with its antecedents and consequences plays an important role in the industries with a high degree of client involvement such as retail banking (Angur et al., 1999) , and that perceived service value is of focal importance in delivering superior business performance.
The opportunity to advance the understanding of concepts of perceived service quality and perceived value in the banking sector provides the foundation for this paper. Therefore, this paper brings three main contributions to the topic. It provides a deeper insight into the relationships between antecedents (perceived service quality, perceived price) and consequences (customer loyalty and customer satisfaction) in the context of an emerging CEE economy. It also shows how perceived value mediates the relationship between the researched concepts. Furthermore, contribution is also found in identifying both direct and indirect eff ects of perceived price and perceived service quality on researched consequences.
The theoretical background of this paper is presented in three sections. In the fi rst section, the perceived service value theory is explained, followed by perceived value antecedents in the second and perceived value consequences in the third section. Altogether, fi ve research constructs, namely perceived price, perceived service quality, perceived value, customer satisfaction, and loyalty are defi ned. Secondly, based on the conceptual model, hypotheses are developed. The empirical study is presented in two sections, methodology and results section. Finally, results are interpreted in the discussion section, also addressing managerial implications and limitations of the research.
THEORETICAL BACKGROUND

Perceived service value
In the process of delivering value to its customers, companies should consider the complexity of perceived value, as well its antecedents and consequences. The understanding of these constructs may not only lead to greater satisfaction of customers, but also to building sustainable competitive advantage. While the relationship between perceived service quality and customer satisfaction have been well investigated in the past, perceived value has remained a comparatively neglected aspect of customers' service experiences (Caruana, In the literature, perceived value is commonly defi ned as the customer's overall assessment of the utility of a product (or service) based on the perceptions of what is received and what is given (Zeithaml, 1988) . A value judgment is the customer's assessment of the value that has been created for them by a supplier, given the tradeoff s between all relevant benefi ts and sacrifi ces in a specifi c-use situation (Ulaga & Chacour, 2001; Woodall, 2003 
Antecedents of perceived value
Perceived price is the factor in consumer pre-, as well as post-purchase behavior. Although many research studies have emphasized the importance of perceived value and the role of perceived price in that relationship, a limited number of empirical research has investigated the infl uence of perceived price on consumer behavior in the service industry (Ryu & Han, 2010 Zeithaml (1988) dealt with the costs of search, waiting, etc. -in short, all eff orts, risks, and insecurities connected to the acquisition and use of a product. Consumer behavior frequently involves risk in the sense that any action of a consumer will produce consequences which cannot be anticipated with certainty, and some of which are likely to be unpleasant (Shamdasani et al., 2008) . Broadening the definition of perceived price with non-monetary aspects increases the share of subjective dimension in the perception of prices, which is further enhanced by a heterogeneous attitude of customers towards the utility they obtain from a product or service (Padula & Busacca, 2005 Marketing literature defi nes perceived service quality as the customers' overall assessment of service superiority. As such, it diff ers from objective quality, which involves an objective aspect or feature of a thing or event when considering services (Rowley, 1998 ). An important development in contemporary marketing is the shift in focus from product towards services dominant logic (Caruana & Ewing, 2011; Vargo & Lusch, 2008) . Companies worldwide and those CEE countries increasingly see themselves as service providers, where the tangible elements of the product are an integral part of the service delivered and, therefore, an important aspect of perceived service quality. In that respect, Zeithaml (1988 Zeithaml ( , 2000 defi nes perceived service quality as the consumers' judgment about an entity's (services') overall excellence. It is created in relationships between customers and suppliers in which both parties are active. It embodies a relatively lower intensity of an aff ective component in the perception of a service (Oliver, 1997 Zeithaml's (1988 Zeithaml's ( , 2000 definition of perceived quality as the consumers' judgment about an entity's (services') overall excellence is also applied in this study.
Perceived value consequences
One of the major and most frequently included consequences of perceived value is customer satisfaction. Jones & Sasser (1995) stressed that achieving customer satisfaction is the primary goal for most service companies. In the services marketing literature, customer satisfaction has traditionally been explained as a complex human process, which involves both cognitive and aff ective processes. According to many studies (Parasuraman, Zeithaml & Berry, 1985; Tse & Wilton, 1988; Chu, 2002) , customer satisfaction follows Oliver's expectancy disconfi rmation theory (Oliver, 1997) . This theory suggests that customer satisfaction should be defi ned as how well a product or service fulfi lls pre-purchase expectations of consumers. In some service industries, and in the banking industry as well, services are often homogenous in nature, which implies the importance for managers to seek strategies to diff erentiate their services from competitors. Based on that and on the research by Giese and Cote (2000), Caruana (2002) defi nes customer satisfaction with retail banking services as a post-purchase, global aff ective summary response that may be of diff erent intensities, occurring when customers are questioned and interviewed in relation to the retail banking services off ered by competitors. Hence, customer satisfaction in this study is approached by comparing expectations or expected value with the actually delivered perceived value in retail banking services.
A customer's perception of the value received from a service provider could motivate the customer to patronize the provider again (Wang, 2010) ; it has also been proved by numerous research results to be one of the consequences of perceived value. Usually, authors investigate a direct link from perceived value (e.g. (1) loyalty as an attitude sometimes described as a long-lasting desire to be in a relationship with the brand or a fi rm (Guest, 1944) ; (2) loyalty mainly expressed in terms of revealed behavior, i.e. the pattern of past purchases (Thiele & Mackay, 2001 ); and (3) buying moderated by the individual's characteristics, circumstances, and/or the purchase situation (Caruana, 2002) . Banking loyalty in this study is defi ned as the continuing patronage of a particular retail bank by a client over time, through the number and frequency of services used and through likelihood of switching or staying with a provider in the future (Lewis & Soureli, 2006) . The benefi ts of customer loyalty to a provider of either services or products include lower customer price sensitivity, reduced expenditure on attracting new customers and improved profi tability (Rowley, 2005 H 1 : The higher the perceived quality of retail banking services, the higher their perceived value.
The similarities between the concepts of customer satisfaction and perceived service value are also a matter that demands a thoroughgoing discussion. Since customer satisfaction could be defi ned as the fulfi llment of customer expectations, the affi nity between customer satisfaction and perceived value lies in their subjectivity and also in their use of comparison. In the case of perceived value, customers compare benefi ts and sacrifi ces, whereas, in the case of customer satisfaction, they compare their expectations or expected value with the actually delivered perceived value. , it can be inferred that perceived value is a mediator between those two constructs. Therefore, we propose the following hypothesis:
The more favorable the perceived price of retail banking services, the higher the perceived value of retail banking services. ships between value, satisfaction and loyalty, perceived value can also have a direct infl uence on customer loyalty. The same author also argues that no study has tested this full set of linkages simultaneously, and that this task should remain a crucial goal for future research. Hence, we defi ne two hypotheses:
The higher the perceived value of retail banking services, the higher customer loyalty.
H 9 : Customer satisfaction mediates the relationship between perceived value and customer loyalty in the case of retail banking services.
In the empirical part of exploration regarding the suggested hypotheses, we attempt to show the mediating role of the perceived value of retail banking services in relationships between perceived price, perceived service quality, customer satisfaction and customer loyalty in the case of retail banking services. By empirical verifi cation of these hypotheses, a comprehensive integrative model of relationships between the perceived value antecedents, i.e. perceived service quality, and perceived price, as well as the perceived value consequences, i.e. customer satisfaction and loyalty in the case of retail banking services, was developed.
METHODOLOGY
Measurement instrument development
The measurement instrument for the empirical study was developed in three steps. First, after the literature review, some of the relevant items for the questionnaire were identifi ed. This preliminary phase also included a focus group with postgraduate students at the University of Maribor, Slovenia. In the second step, in-depth interviews with eight bank managers and four experts from the marketing fi eld were conducted to generate an additional pool of items and in order to test the content validity. Leverin & Liljander, 2006) . The development of a scale for measuring perceived price was predominantly based on the results of our qualitative research, with that used for non-monetary costs partially adopted from Petrick (2002). Then, the questionnaire was examined by six academics in the fi eld of marketing to determine content validity and to help avoid redundancy. In the third step, a pilot survey was conducted on a sample of 234 retail banking customers. This way the internal consistency of the scales used in the fi nal study was tested and non-relevant items were dropped where exploratory factor analysis showed low loadings or cross loadings on multiple indicators.
In the fi nal study, the items in the questionnaire were measured on a 5-point Likert scale (from 1 = "strongly disagree" to 5 = "strongly agree"). Eleven items were used for the measurement of perceived service quality, four items for perceived price, three items for perceived value, three items for customer satisfaction, and three for customer loyalty. This accounted for a total of 24 items out of 68 items at the beginning. Measurement scales were validated in the previous study (Pisnik, Snoj & Žabkar, 2012 ).
Exploratory factor analysis using SPSS, and confi rmatory factor analysis and structural equation modeling using AMOS were applied in the data analysis.
Sampling frame and data collection
Data for the main research was collected from 700 retail banking customers in Slovenia by means of a telephone interview. The strata sample framework was representative regarding basic demographic characteristics. It was also representative as far as the structure of retail banking customers and the number of inhabitants in each Slovenian region is concerned. The fi nal structure of the sample corresponded to the market shares of retail banks in Slovenia at the time of the research. The response rate of 59.07 % is relatively high, according to the data collection method. The standard error of the sample at the 95 % confi dence level was +/-3.7 percentage points. Table A1 in the Appendix shows that the daily visits to retail banking branches are rare, as 42.2 % of respondents visit branches once to three times a month. Using an ATM is more common, with as many as 60.4 % of respondents using ATM retail banking services at least once a week. Web is characterized by a high proportion of respondents who never use e-banking; however, the proportion of e-banking users using web services is rising rapidly not only worldwide (Gerrard & Cunningham, 2003) but in Slovenia as well (Žižek & Žižek, 2015) . Very few respondents use retail banking services by telephone or mobile phone. We can conclude that the users of retail banking services in Slovenia still have very traditional behaviors since retail banks in Slovenia have just recently started to develop and promote mobile banking more seriously.
Non-response bias and common method bias
Before the fi nal analysis, we tested the non-response bias using the t-test method, for investigating the diff erences between the groups of early and late respondents. Insignifi cant t-test results showed no diff erences between the answers of early and late respondents. Since the data for the both (dependent and independent) constructs were collected by the same means, we also applied the test for common method bias. According to Podsakoff and Organ (1986 
Dimensionality, reliability and validity of the scales
After preliminary exploratory factor analysis (EFA), confi rmatory factor analysis (CFA) was performed. For the constructs of perceived service quality and perceived price two measurement models were compared: (a) a one-factor model, where perceived service quality and perceived price were conceptualized as uni-dimensional and where the covariance for all the items could be accounted for by a single factor; and (b) a multi-factor model, where perceived service quality and perceived price were conceptualized as multi-dimensional and where covariations among the items could be accounted for by several restricted fi rst-order factors. Summary statistics for both models are shown in the Appendix, Table A2 . For both constructs, the multi-factor models were found to outperform the single factor models on absolute measures (χ 2 , GFI, and RMSEA), incremental fi t measure (CFI), and parsimonious fi t measures (χ 2 /df). The majority of the fi t indices were within the suggested interval.
Composite reliability measures were used to assess the reliability of the perceived service quality and perceived price subscales. The construct reliability coeffi cient (CR) of the three subscales used for measuring perceived service quality ranged from 0.84 to 0.88 (Appendix , Table A3 ) and from 0.69 to 0.73 for perceived price (Appendix, Table A4 ), which met the standard of 0.6 suggested by Fornell and Larcker (1981) .
Next, construct validity of single subscales was assessed by examining convergent and discriminant validity. Evidence of convergent validity in the single constructs was determined by inspecting the variance extracted (AVE) for each factor, as shown in the Appendix, Table A3 and  Table A4 . CFA results showed that, in all cases, the AVE reached the suggested value of 0.50 (Fornell & Larcker, 1981) . Also, the correlations (Appendix , Table A5 ) between the suggested dimensions were statistically signifi cant.
Further, discriminant validity was assessed for the subscales of perceived service quality and perceived price of retail banking services. Series of CFAs were performed for all pairs of constructs. In every case, the chi-square diff erences between the fi xed and free solutions were signifi cant at p<0.05.
Finally, reliability, convergent validity, and discriminant validity were assessed for all other constructs in the conceptual model (perceived value, satisfaction, and loyalty) and also for second-order perceived price and perceived service quality constructs. The results, presented in Table 1 , indicate that all measures are within the suggested intervals.
RESULTS
In the fi nal stage of the research, the proposed conceptual model was tested by using structural equation modeling. The overall structural model is shown in Figure 1 .
An overall fi t assessment of the model yielded a signifi cant chi-square value (χ 2 (67)=264.9; p < 0.05), which indicates a non-perfect fi t. However, according to Bollen (1989) other fi t indices should be used, since χ 2 may be an inappropriate standard when dealing with the complex model and with the large sample size. Other fi t indices remained in the proposed range (Hooper, Coughlan & Mullen, 2008). Also, signifi cance levels for both indirect and total impacts were calculated using bootstrapping method. Table  2 provides an overview of the estimated eff ects within the causal model regarding the selected hypotheses.
As predicted by H 1 , perceived retail banking service quality is positively related to perceived value (β 1 = 0.194; p<0.05). The relationship between perceived service quality and customer satisfaction with retail banking services is stronger than the quality-value relationship (β 2 = 0.401; p<0.01). Therefore, it can be assumed that the relationship between perceived service quality and customer satisfaction is direct, but also indirect through perceived value. As expected, positive and signifi cant coeffi cient were also present for the path from perceived value to customer satisfaction (β 3 = 0.608; p<0.01). According to these fi ndings, we can confi rm hypotheses H 1 , H 2 and H 3 .
The indirect eff ect of perceived service quality on customer satisfaction through perceived value was also positive and signifi cant, with a regression coeffi cient of 0. 118 (p<0.05). The results showed that the total eff ect of perceived service quality on customer satisfaction, which is defi ned as a sum of direct eff ect (β 2 = 0.401; p<0.01) and indirect eff ect (β 11 = 0. 118; p<0.05), was greater (β 11 + β 2 = 0.519; p<0.01) than just a direct relationship between perceived service quality to customer satisfaction (β 2 = 0.401; p<0.01). Considering the results, perceived value mediates the relationship between perceived quality and customer satisfaction of retail banking services; therefore, we can confi rm hypothesis H 4 .
Considering the eff ect of perceived price on perceived value, the analysis showed that the relationship between perceived price and perceived value is quite strong and signifi cant, with a regression coeffi cient γ 2 = 0.707 (p<0.05). Thus, hypothesis H 5 was also confi rmed. Furthermore, the indirect eff ect of perceived price on customer satisfaction through perceived value was 
DISCUSSION AND IMPLICATIONS
Our research highlights the role of perceived service value as the core element of contemporary marketing eff orts with its antecedents and consequences. Nowadays, off ering as many benefi ts that are important to customers as possible and minimizing their monetary and non-monetary costs is crucial for business success. This paper has attempted to extend the existing knowledge with both direct and indirect eff ects among researched concepts, and to research a mediating role of perceived value in retail banking services.
The results demonstrate that the concept of perceived value is valid and reliable for companies operating in the banking industry in a CEE economy. It can be applied to understanding customers' overall assessments of the utility of retail bank services. In the empirical study of retail banking services, we linked: (1) perceived price to perceived value, (2) perceived service quality directly and indirectly to customer satisfaction and directly to perceived value, (3) perceived value to customer satisfaction and customer loyalty, and (4) customer satisfaction to customer loyalty.
The fi rst important fi nding of our study is that perceived service quality includes a set of subjective components, which means that customers do not perceive only rational components of off erings, but are also growing increasingly sensitive to the emotional aspects of services.
Perceived price, which is composed of monetary and non-monetary components, has a very strong direct infl uence on perceived value; indeed, this relationship is the strongest in the whole model. That is somehow expected as the price might be one of the greatest competitive advantages in fi nancial services. Furthermore, price is one of the tangible elements of the off er, while perceived service quality is fi rst of all a multi-dimensional concept, which is very intangible and can also vary heavily among diff erent banking services providers. However, increased competition and liberalization of markets have infl uence on the equalization of prices. Therefore, authors believe that, in the future, non-monetary elements will become even more important for enhancing perceived service value in the eyes of customers and will form a strong basis for competitive diff erentiation.
In addition to direct eff ects, indirect eff ects of perceived price are also important and significant. The results show quite strong, positive, and signifi cant indirect relationships between perceived price, customer satisfaction, and customer loyalty. Therefore, we can clearly see the importance of perceived value which mediates these relationships. This result has an important implication for business practice. Indeed, in search for providing higher levels of customer satisfaction and loyalty, retail bank managers should consider both sides of perceived value respectively; benefi ts, as well as monetary and non-monetary elements of the price.
According to the results, we can conclude that higher perceived service quality of retail banking services can contribute to perceived value and to more satisfi ed clients. It is interesting that the impact of perceived service quality on satisfaction is signifi cantly stronger than the impact on perceived value. The explanation of the results may be that (high) quality of retail banking services today is largely expected and, therefore, does not present additional benefi ts to customers. On the other hand, it is very important for their perception of satisfaction. As soon as customers perceived a lack of expected high quality, they might be dissatisfi ed. Also, perceived service quality by itself does not necessary directly produce greater levels of satisfaction, since it does not include the concept of sacrifi ce, which is a prominent dimension of perceived value. Further, it is necessary to emphasize that this study did not specifi cally evaluate disconfi rmation between the expected value and the actual perceived value, which could give us even more insight into the problem and probably defi nitive answer on commented relationship. Ensuring the quality of retail banking services is highly important because, besides the direct, perceived service quality also has an indirect positive impact on satisfaction.
In addition, medium strong indirect impact of perceived service quality on customer loyalty was identifi ed. Perceived service quality in our model aff ects customer loyalty only through customer satisfaction. The relationship between perceived value and customer satisfaction is insignifi cant, meaning that we cannot confi rm any mediation impacts. The high quality of retail banking services is therefore not only important in order to create customer satisfaction, but also in order to achieve customer's loyalty. An indirect impact of satisfaction on perceived service quality is even stronger than its direct impact. For companies, it is of prime importance to focus their activities on the benefi t side of perceived value. More precisely, companies should refi ne their off erings by increasing the benefi ts instead of lowering their prices. This is especially the case for companies operating in service industries, such as retail banking, where the core off ering is usually intangible. In this context, managers' decisions regarding their activities with customers should be holistic and systematic, taking into account both direct and indirect eff ects among them.
However, in assessing the implications of this study, the research approach has a few inherent limitations. Because its results are directly relevant only to customers of retail banking services and may be of interest to marketing managers in the retail banking service sector, generalizations of the fi ndings beyond the immediate population observed should be made with caution. Also, the model of perceived value could be further expanded to account for more indicators of perceived value (e.g. culture, market orientation), as well as more consequences of perceived value (e.g. consumers' trust), since consumers in emerging economies are expected to have less experience with retail banks than consumers from in developed economies.
As we found out, it can be assumed that the price paid for a service by a customer in retail banking is more important than the quality of service delivery itself. This prediction calls for further investigation in the future. Also, any future models should include the measurement of customers' disconfi rmation in order to obtain more complete information regarding the value-quality-satisfaction interrelationships. 
